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ABSTRAK 
Dalam satu dekade atau lebih, pemasaran berubah dimana 
fungsi bisnisnya menjadikan teknologi sebagai salah satu 
kebergantungan yang sangat penting, terutama dengan 
hadirnya internet. Lebih lanjut, pada dewasa ini pemerintah 
Indonesia dengan gencar membangun infrastruktur digital 
market untuk memperluas market dan menghilangkan barrier 
konsumen dengan produsen sehingga bisa meningkatkan 
PDB Indonesia. Fenomena ini membuat perilaku pembelian 
mengalami perubahan dengan bertransaksi di e-commerce. 
Salah satu e-commerce yang berkembang pesat pada industri 
digital di Indonesia adalah Shopee dimana aplikasi mobile 
Shopee meruapakan aplikasi yang paling popular, menempati 
rangking 1 di Playsotre dan Appstore. Dengan tingginya 
unduhan aplikasi ini Shopee, tujuan penelitian ini perlu 
melihat bagaimana online shopping experience dan online 
customer engagement bisa berpengaruh positif terhadap e-
satisfaction dan e-loyalty. Peneliti ini menggunakan 
menggunakan SEM (Structural equation Modeling) 
menganalisis data secara statistika. Penelitian ini dilakukan 
dengan survey kepada 282 responden yaitu konsumen Shopee 
dengan latar belakang mahasiswa di Kota Bandung yang 
menggunakan aplikasi mobile. Hasil dari penelitian ini adalah 
bahwa online shopping experience dan online customer 
engagement berpengaruh positif terhadap e-satisfaction dan 
e-loyalty. Selain itu, pada penelitian membuktikan bahwa e-
satisfaction berpengaruh postitif terhadap e-loyalty 
 
Kata kunci: Online Shopping Experience, Online Customer Engagement, E-
Satisfaction, E-Loyalty, e-commerce 
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ABSTRACT 
In a decade or so, marketing changed where its business 
function makes technology one of the most important 
dependencies, especially with the Internet. Furthermore, in 
today the Indonesian Government is developing a digital 
market infrastructure to expand the market and eliminate the 
consumer barrier with producers so as to increase Indonesia's 
GDP. This phenomenon makes purchasing behaviour change 
by trading in e-commerce. One of the rapidly growing e-
commerce in the digital industry in Indonesia is Shopee where 
the Shopee mobile app is the most popular application, 
occupying a ranking of 1 in Playsotre and Appstore. With the 
height of this app download Shopee, the aim of this research 
needs to see how online shopping experience and online 
customer engagement can have a positive effect on e-
satisfaction and e-loyalty. The researcher uses SEM 
(Structural equation Modeling) to analyze the data in 
statistics. The research was conducted with a survey of 282 
respondents, namely the consumer Shopee with a background 
student in the city of Bandung. The result of this research is 
that online shopping experience and online customer 
engagement have positive effect on e-satisfaction and e-
loyalty. In addition, the study proved that e-satisfaction was 
influential postitif to E-loyalty 
 
Keywords: Online Shopping Experience, Online Customer Engagement, 
E-Satisfaction, E-Loyalty, e-commerce 
 
 
 
DADAN SUMANTRI, 2020 
ANALISIS ONLINE SHOPPING EXPERIENCE DAN ONLINE CUSTOMER ENGAGEMENT MEMBENTUK 
E-SATISFACTION DAN E-LOYALTY PADA KONSUMEN MAHASISWA MOBILE APPLICATION SHOPEE 
DI BANDUNG 
Universitas Pendidikan Indonesia І repository.upi.edu І perpustakaan.upi.edu 
 
DAFTAR ISI 
 
LEMBAR PERNYATAAN BEBAS PLAGIARISME ..................................  i 
ABSTRAK ...................................................................................................  ii 
ABSTRACT ...................................................................................................  iii 
UCAPAN TERIMAKASIH ..........................................................................   iv 
DAFTAR ISI ................................................................................................  vi 
DAFTAR TABEL ........................................................................................  ix 
DAFTAR GAMBAR ....................................................................................  xi 
 
BAB I  
PENDAHULUAN .......................................................................................  1 
1.1.  Latar Belakang Penelitan .......................................................................  1 
1.2.  Rumusan Penelitian ...............................................................................  10 
1.3. Tujuan Penelitian ...................................................................................  10 
1.4. Manfaat Penelitian .................................................................................  11 
 
BAB II  
KAJIAN PUSTAKA, KERANGKA PEMIKIRAN DAN HIPOTESIS ....  12 
2.1. Kajian Pustaka .......................................................................................  12 
2.1.1. Technology Acceptance Model (TAM) ........................................  12 
2.1.2. Revolusi Industri ........................................................................  14 
2.1.3. E-Commerce ...............................................................................  18 
2.1.4. Perilaku Konsumen E-Commerce ...............................................  20 
2.1.5. Konsep dasar Customer Experience: Experiental Marketing .......  21 
2.1.6. Customer Experience ..................................................................  22 
2.1.7. Online Shopping Experience .......................................................  24 
2.1.8. Customer Engagement ................................................................  26 
2.1.9. Online Customer Engagement ....................................................  28 
2.1.10. Customer Satisfaction .................................................................  31 
2.1.11. E- Satisfaction ............................................................................  33 
2.1.12. Customer Loyalty ........................................................................  34 
2.1.13. E-Loyalty ....................................................................................  35 
2.1.14. Resume Penelitian Terdahulu......................................................  36 
2.2. Kerangka Pemikiran dan Hipotesis Penelitian ........................................  39 
2.3. Paradigma Penelitian..............................................................................  46 
 
BAB III  
OBJEK DAN METODE PENELITAN .....................................................  48 
3.1. Objek Penelitian .....................................................................................  48 
3.2. Metode Penelitian ..................................................................................  48 
3.2.1. Jenis Penelitian dan Metode yang digunakan ..............................  48 
3.2.2. Operasionalisasi Variabel ...........................................................  49 
3.3. Jenis dan Sumber Data ...........................................................................  52 
DADAN SUMANTRI, 2020 
ANALISIS ONLINE SHOPPING EXPERIENCE DAN ONLINE CUSTOMER ENGAGEMENT MEMBENTUK 
E-SATISFACTION DAN E-LOYALTY PADA KONSUMEN MAHASISWA MOBILE APPLICATION SHOPEE 
DI BANDUNG 
Universitas Pendidikan Indonesia І repository.upi.edu І perpustakaan.upi.edu 
3.4. Populasi, Sampel dan Teknik Sampel .....................................................  53 
3.4.1. Populasi ......................................................................................  53 
3.4.2. Sampel dan Teknik Pengambilan Sampel ....................................  54 
3.4.3. Rancangan Teknik Analisis Data ................................................  56 
3.5. Metode Analisis .....................................................................................  57 
3.5.1. Distribusi Frekuensi ....................................................................  57 
3.5.2. Validity Test ...............................................................................  57 
3.5.3. Reliability Test ............................................................................  62 
3.5.4. Rancangan Analisis Data Deskirptif dan Verifikatif ....................  63 
3.5.5. Uji Hipotesis ...............................................................................  64 
3.5.5.1 Tahap Spesifikasi Model Confirmatory Factor Analysis (CFA) ..  67 
3.5.5.2 Tahap Analisis Model Struktural ................................................  73 
 
BAB IV  
HASIL DAN PEMBAHASAN ....................................................................  77 
4.1 Profil Singkat Shopee .............................................................................  77 
4.2 Karakteristik Responden ........................................................................  78 
4.2.1. Karakteristik Responden berdasarkan Jenis Kelamin ..................  78 
4.2.2. Karakteristik Responden berdasarkan Asal Perguruan Tinggi .....  79 
4.2.3. Karakteristik Responden berdasarkan Jumlah Belanja Bulanan ...  80 
4.2.4. Karakteristik Responden berdasarkan Intensitas Belanja Bulanan  81 
4.2.5. Karakteristik Responden berdasarkan Penggunaan Aplikasi Online  
Shopping Lainnya. ......................................................................  82 
4.3 Analisis Deskriptif Gambaran Online Shopping Experience, Online  
 Customer Engagement, E-Satisfaction dan E-Loyalty pada Mobile  
 Application Shopee ................................................................................  83 
4.3.1. Gambaran dan Rekapitulasi Variabel Online Shopping  
 Experience ..................................................................................  84 
4.3.2. Gambaran dan Rekapitulasi Variabel Online Customer  
 Engagement ................................................................................  88 
4.3.3. Gambaran dan Rekapitulasi Variabel E-Satisfaction ...................  92 
4.3.4. Gambaran dan Rekapitulasi Variabel E-Loyalty ..........................  96 
4.4 Pembahasan Uji Hipotesis ......................................................................  99 
4.4.1. Confirmatory Factor Analysis (CFA) ..........................................  99 
4.4.1.1. Uji Validitas ...................................................................  100 
4.4.1.2. Uji Reliabilitas ...............................................................  105 
4.4.2. Model Struktural .........................................................................  107 
 4.4.2.1 Uji Kecocokan Model  ..................................................  108 
 4.4.2.2  Reliability Test ..............................................................  111 
 4.4.2.3 Uji Kasualitas-Regresion Weight ...................................  112 
4.4.3. Uji Hipotesis ...............................................................................  115 
4.4.3.1 Pengujian Hipotesis 1  .....................................................  115 
4.4.3.2 Pengujian Hipotesis 2 ......................................................  115 
4.4.3.3 Pengujian Hipotesis 3 ......................................................  116 
4.4.3.4 Pengujian Hipotesis 4 ......................................................  116 
4.4.3.5 Pengujian Hipotesis 5 ......................................................  117 
DADAN SUMANTRI, 2020 
ANALISIS ONLINE SHOPPING EXPERIENCE DAN ONLINE CUSTOMER ENGAGEMENT MEMBENTUK 
E-SATISFACTION DAN E-LOYALTY PADA KONSUMEN MAHASISWA MOBILE APPLICATION SHOPEE 
DI BANDUNG 
Universitas Pendidikan Indonesia І repository.upi.edu І perpustakaan.upi.edu 
4.4.3.6 Pengujian Hipotesis 6 ......................................................  117 
4.5 Pembahasan ...........................................................................................  118 
 
BAB V  
KESIMPULAN, REKOMENDASI DAN IMPLIKASI.............................  124 
5.1 Kesimpulan ............................................................................................  124 
5.2 Implikasi Penelitian ...............................................................................  125 
5.3 Rekomendasi .........................................................................................  126 
 
DAFTAR PUSTAKA ..................................................................................  xii 
LAMPIRAN ................................................................................................  xxiii 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
DADAN SUMANTRI, 2020 
ANALISIS ONLINE SHOPPING EXPERIENCE DAN ONLINE CUSTOMER ENGAGEMENT MEMBENTUK 
E-SATISFACTION DAN E-LOYALTY PADA KONSUMEN MAHASISWA MOBILE APPLICATION SHOPEE 
DI BANDUNG 
Universitas Pendidikan Indonesia І repository.upi.edu І perpustakaan.upi.edu 
DAFTAR TABEL 
 
Tabel 1.1  5 Besar E-Commerce Di Indonesia .........................................  6 
Tabel 1.2  GMV Shopee Periode 2016-2019 ...........................................  7 
Tabel 2.1  Dimensi Online Shopping Experience ....................................  26 
Tabel 2.2  Dimensi Customer Engagement .............................................  27 
Tabel 2.3  Dimensi Online Customer Engagement ..................................  30 
Tabel 2.4  Penelitian Terdahulu Mengenai Online Shopping Experience,  
 Online Customer Engagement, E-Satisfaction Dan E-Loyalty .  37 
Tabel 3.1  Operasionalisasi Variable ......................................................  49 
Tabel 3.2  Rekapitulasi Hasil Uji Validitas Untuk Pilot Testing Variabel  
 Online Shopping Experience ..................................................  59 
Tabel 3.3  Rekapitulasi Hasil Uji Validitas Untuk Pilot Testing Variabel  
 Online Customer Enggagement ..............................................  60 
Tabel 3.4  Rekapitulasi Hasil Uji Validitas Untuk Pilot Testing Variabel  
 E-Satisfaction .........................................................................  61 
Tabel 3.5  Rekapitulasi Hasil Uji Validitas Untuk Pilot Testing Variabel  
 E-Loyalty ...............................................................................  62 
Tabel 3.6  Rekapitulasi Hasil Uji Reliabilitas Kuesioner Penelitian Pada  
 Tahapan Pilot Testing ............................................................  64 
Tabel 3.7 Kriteria Penggunaan CB-SEM dan PLS-SEM ........................  66 
Tabel 4.1  Karakteristik Responden Berdasarkan Jenis Kelamin .............  78 
Tabel 4.2  Karakteristik Responden Berdasarkan Asal Perguruan Tinggi  79 
Tabel 4.3  Karakteristik Responden Berdasarkan Jumlah Belanja Bulanan  
 Di Mobile Application Shopee ................................................  80 
Tabel 4.4  Karakteristik Responden Berdasarkan Intensitas Belanja Per  
 Bulan Dengan Mobile Application Shopee..............................  81 
Tabel 4.5  Karakteristik Responden Berdasarkan Penggunaan Aplikasi  
 Online Shopping Lainnya .......................................................  82 
Tabel 4.6  Gambaran Variabel Online Shopping Experience ...................  84 
Tabel 4.7  Gambaran Variabel Online Customer Enggagement ...............  89 
Tabel 4.8  Gambaran Variabel E-Satisfaction .........................................  92 
Tabel 4.9  Gambaran Variabel E-Loyalty ................................................  97 
Tabel 4.10  Nilai SLF Variabel Online Shopping Experience ....................  100 
Tabel 4.11  Nilai SLF Variabel Online Customer Engagement .................  102 
Tabel 4.12  Nilai SLF Variabel E-Satisfaction ..........................................  103 
Tabel 4.13  Nilai SLF Variabel E-Loyalty .................................................  105 
Tabel 4.14  Output Uji Reliabilitas Pada Tahap CFA ................................  106 
Tabel 4.15   Nilai Goodness of Fit Pada Model Struktural .........................  107 
Tabel 4.16  Perbandingan Hasil Estimasi ..................................................  109 
DADAN SUMANTRI, 2020 
ANALISIS ONLINE SHOPPING EXPERIENCE DAN ONLINE CUSTOMER ENGAGEMENT MEMBENTUK 
E-SATISFACTION DAN E-LOYALTY PADA KONSUMEN MAHASISWA MOBILE APPLICATION SHOPEE 
DI BANDUNG 
Universitas Pendidikan Indonesia І repository.upi.edu І perpustakaan.upi.edu 
Tabel 4.17  Nilai Goodness of Fit Setelah Respesifikasi Model  ...............  110 
Tabel 4.18  Output Uji Reliabilitas Pada Model Struktural ........................  112 
Tabel 4.19  Regression Weight Model Struktural ......................................  112 
Tabel 4.20  Hasil Pengujian Hipotesis ......................................................  118 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
DADAN SUMANTRI, 2020 
ANALISIS ONLINE SHOPPING EXPERIENCE DAN ONLINE CUSTOMER ENGAGEMENT MEMBENTUK 
E-SATISFACTION DAN E-LOYALTY PADA KONSUMEN MAHASISWA MOBILE APPLICATION SHOPEE 
DI BANDUNG 
Universitas Pendidikan Indonesia І repository.upi.edu І perpustakaan.upi.edu 
DAFTAR GAMBAR 
 
Gambar 1.1  Ukuran Pasar GMV Internet Ekonomi Asia Tenggara ............  2 
Gambar 1.2  Ukuran Pasar GMV E-Commerce ..........................................  3 
Gambar 1.3  Indonesia Internet Economy by GMV .....................................  4 
Gambar 2.1  Technology Acceptance Model ...............................................  12 
Gambar 2.2  Pengembangan Technology Acceptance Model  (TAM 2) .......  13 
Gambar 2.3  Prinsip Industri 4.0 .................................................................  16 
Gambar 2.3  Dimensi Online Customer Engagement ..................................  30 
Gambar 2.4  Dimensi E-Customer Satisfaction ...........................................  33 
Gambar 2.5  Kerangka Pemikiran Analisis Online Shopping Experience  
 dan Online Customer Engagement  Membentuk E-Satisfaction  
 dan E-Loyalty  ........................................................................  46 
Gambar 2.6  Paradigma Analisis Online Shopping Experience dan  
 Online Customer Engagement Membentuk E-Satisfaction dan  
 E-Loyalty ...............................................................................  47 
Gambar 3.1  Model Pengukuran Online Shopping Experience ....................  66 
Gambar 3.2  Model Pengukuran Online Customer Engagemenet ................  67 
Gambar 3.3  Model Pengukuran E-Satisfaction ..........................................  68 
Gambar 3.4  Model Pengukuran E-Loyalty .................................................  69 
Gambar 4.1  Logo Perusahaan Shopee ........................................................  77 
Gambar 4.2  Garis Kontinum Variabel Online Shopping Experience ..........  87 
Gambar 4.3  Garis Kontinum Variabel Online Customer Engagement ........  91 
Gambar 4.4  Garis Kontinum Variabel E-Satisfaction .................................  95 
Gambar 4.5  Garis Kontinum Variabel E-Loyalty .......................................  98 
Gambar 4.6  Path Diagram CFA Pada Variabel Online Shopping Experience 100 
Gambar 4.7  Path Diagram CFA Pada Variabel Online Customer 
Engagement 101 
Gambar 4.8  Path Diagram CFA Pada Variabel E-Satisfaction ...................  103 
Gambar 4.9  Path Diagram CFA Pada Variabel E-Loyalty ..........................  105 
Gambar 4.10  Diagram Model Struktural ......................................................  107 
  
DADAN SUMANTRI, 2020 
ANALISIS ONLINE SHOPPING EXPERIENCE DAN ONLINE CUSTOMER ENGAGEMENT MEMBENTUK 
E-SATISFACTION DAN E-LOYALTY PADA KONSUMEN MAHASISWA MOBILE APPLICATION SHOPEE 
DI BANDUNG 
Universitas Pendidikan Indonesia І repository.upi.edu І perpustakaan.upi.edu 
DAFTAR PUSTAKA  
 
Afsar, A., Nasiri, Z. dan Zadeh, M. O. (2013) “E-loyalty Model in e-Commerce,” 
Mediterranean Journal of Social Sciences, 4(9), hal. 547–553. doi: 
10.5901/mjss.2013.v4n9p547. 
Agi. (2019, Juni 4). Transaksi Penjualan Shopee Melesat 300 Persen selama 
Ramadan. CNN Indonesia. Diambil dari 
https://www.cnnindonesia.com/ekonomi/20190604144044-92-
400923/transaksi-penjualan-shopee-melesat-300-persen-selama-ramadan 
Akbar, C., & Widyastuti, R. A. Y. (2017, November 14). Ekonomi Digital Bakal 
Berperan Besar dalam Pertumbuhan 2018. Diambil 4 Maret 2019, dari 
Tempo.co website: https://bisnis.tempo.co/read/1033579/ekonomi-digital-
bakal-berperan-besar-dalam-pertumbuhan-2018/full&view=ok 
Anaman, M. (2010) Toward a model of customer experience, PQDT - UK & 
Ireland. Brunel University. Tersedia pada: 
http://ezphost.dur.ac.uk/login?url=https://search.proquest.com/docview/131
4573670?accountid=14533%0Ahttp://openurl.ac.uk/ukfed:dur.ac.uk?genre=
dissertations+%26+theses&issn=&title=Toward+a+model+of+customer+ex
perience&volume=&issue=&date=2010-01-01&atitle. 
Anderson, R. E., & Karunamoorthy, S. (2003). E-satisfaction & E- loyalty: A 
contingency Framework. Psychology and Marketing, 20(2), 123–138. 
https://doi.org/10.1002/mar.10063 
Baldinger, A. L. dan Rubinson, J. R. (1996) “Brand loyalty: The link between 
attitude and behavior,” Journal of Advertising Research, 36(6), hal. 22–34. 
Tersedia pada: 
https://www.researchgate.net/publication/279554254_Brand_loyalty_The_li
nk_between_attitude_and_behavior. 
Bashir, A. (2013) Consumer Behavior towards online shopping of electronics in 
Pakistan, Seinäjoki Business School. Seinäjoki University of Applied 
sciences. doi: 10.1504/IJBE.2014.064995. 
Baynal, K. dan Boyaci, A. İ. (2016) “E-Commerce Research and Applications a 
Proposal for Classification and an Updated Literature Review,” 
International Refereed Journal of Marketing and Market Researches, (9), 
hal. 23–23. doi: 10.17369/uhpad.2016923644. 
DADAN SUMANTRI, 2020 
ANALISIS ONLINE SHOPPING EXPERIENCE DAN ONLINE CUSTOMER ENGAGEMENT MEMBENTUK 
E-SATISFACTION DAN E-LOYALTY PADA KONSUMEN MAHASISWA MOBILE APPLICATION SHOPEE 
DI BANDUNG 
Universitas Pendidikan Indonesia І repository.upi.edu І perpustakaan.upi.edu 
Bellman, S., Lohse, G. L. dan Johnson, E. J. (1999) “Predictors of online buying 
behavior,” Communication Of The Acm, 42(12). Tersedia pada: 
www.gvu.gatech.edu/. 
Bijmolt, T. H. A. et al. (2010) “Analytics for customer engagement,” Journal of 
Service Research, 13(3), hal. 341–356. doi: 10.1177/1094670510375603. 
Bilgihan, A., Kandampully, J. A. dan Zhang, T. (Christina) (2016) “Towards a 
Unified Customer Experience in Online Shopping Environments: 
Antecedents and Outcomes,” International Journal of Quality and Service 
Sciences, 8(1), hal. 102–119. doi: http://dx.doi.org/10.1108/IJQSS-07-2015-
0054. 
Bose, S., & Gopal Rao, V. (2011). Perceived Benefits of Customer Loyalty 
Programs: Validating the Scale in the Indian Context. Management & 
Marketing Challenges for the Knowledge Society, 6(4), 543–560. 
Brinker, S. (2014). A NEW BRAND OF MARKETING (1 ed.). Diambil dari 
https://cdn.chiefmartec.com/wp-
content/uploads/2014/03/a_new_brand_of_marketing.pdf 
Brodie, R. J. et al. (2011) “Customer Engagement: Conceptual Domain, 
Fundamental Propositions, and Implications for Research Roderick,” 
Journal of Service Research, 14(5), hal. 252–271. doi: 
10.1177/1094670511411703. 
Brodie, R. J., Hollebeek, L. D., Juric, B., & Ilic, A. (2011). Customer Engagement: 
Conceptual Domain, Fundamental Propositions, and Implications for 
Research Roderick. Journal of Service Research, 14(5), 252–271. 
https://doi.org/10.1177/1094670511411703 
Cao, H. (2018) The growth of e-commerce and its impact on the fast fashion 
retailers. Haaga-Helia University of Applied Science. 
Cao, M., Zhang, Q. dan Seydel, J. (2005) “B2C e‐commerce web site quality: an 
empirical examination,” Industrial Management & Data Systems, 105(5), 
hal. 645–661. 
Carmelita, W. (2019). Ungguli Tokopedia dan Lazada, Shopee Jadi E-Commerce 
Terbesar di Asia Tenggara. Diambil 15 Maret 2019, dari merdeka.com 
website: https://www.merdeka.com/uang/ungguli-tokopedia-dan-lazada-
shopee-jadi-e-commerce-terbesar-di-asia-tenggara.html 
DADAN SUMANTRI, 2020 
ANALISIS ONLINE SHOPPING EXPERIENCE DAN ONLINE CUSTOMER ENGAGEMENT MEMBENTUK 
E-SATISFACTION DAN E-LOYALTY PADA KONSUMEN MAHASISWA MOBILE APPLICATION SHOPEE 
DI BANDUNG 
Universitas Pendidikan Indonesia І repository.upi.edu І perpustakaan.upi.edu 
Chang, H. H., Wang, Y.-H. dan Yang, W.-Y. (2009) “The impact of e-service 
quality, customer satisfaction and loyalty on e-marketing: Moderating effect 
of perceived value,” Total Quality Management & Business Excellence, 
20(4), hal. 423–443. doi: 10.1080/14783360902781923. 
Cheng, S. (2011) “Comparisons of competing models between attitudinal loyalty 
and be- havioral loyalty,” International Journal of Business and Social 
Science, 2(10), hal. 149–166. Tersedia pada: 
https://www.researchgate.net/publication/268440247_Comparisons_of_Co
mpeting_Models_between_Attitudinal_Loyalty_and_Behavioral_Loyalty. 
Cheung, C. M. K., Zheng, X. dan Lee, M. K. O. (2014) “Customer loyalty to C2C 
online shopping platforms: An exploration of the role of customer 
engagement,” Proceedings of the Annual Hawaii International Conference 
on System Sciences, hal. 3065–3072. doi: 10.1109/HICSS.2014.382. 
Cossío-Silva, F. J. et al. (2016) “Value co-creation and customer loyalty,” Journal 
of Business Research. Elsevier Inc., 69(5), hal. 1621–1625. doi: 
10.1016/j.jbusres.2015.10.028. 
Cossío-Silva, F. J., Revilla-Camacho, M. Á., Vega-Vázquez, M., & Palacios-
Florencio, B. (2016). Value co-creation and customer loyalty. Journal of 
Business Research, 69(5), 1621–1625. 
https://doi.org/10.1016/j.jbusres.2015.10.028 
Cyr, D., Dash, S. B. dan Kindra, G. S. (2008) “Web site design, trust, satisfaction 
and e-loyalty: The Indian experience,” Online Information Review, 32(6), 
hal. 773–790. doi: 0.1108/14684520810923935. 
Davies, R. (2015) “Industry 4.0. Digitalisation for productivity and growth,” 
European Parliamentary Research Service, (September), hal. 10. doi: 
10.1016/j.csr.2008.01.002. 
Doorn, V. et al. (2010) “Customer Engagement Behavior: Theoretical Foundations 
and Research Directions,” Journal of Service Research2, 13(3), hal. 253-
266. 
Dovaliene, A., Masiulyte, A. dan Piligrimiene, Z. (2015) “The Relations between 
Customer Engagement, Perceived Value and Satisfaction: The Case of 
Mobile Applications,” Procedia - Social and Behavioral Sciences, 213, hal. 
659–664. doi: https://doi.org/10.1016/j.sbspro.2015.11.469. 
DADAN SUMANTRI, 2020 
ANALISIS ONLINE SHOPPING EXPERIENCE DAN ONLINE CUSTOMER ENGAGEMENT MEMBENTUK 
E-SATISFACTION DAN E-LOYALTY PADA KONSUMEN MAHASISWA MOBILE APPLICATION SHOPEE 
DI BANDUNG 
Universitas Pendidikan Indonesia І repository.upi.edu І perpustakaan.upi.edu 
Embu, W. S. (2019). Bos BKPM: Bisnis E-Commerce Jadi Penggerak Investasi dan 
Tarik Modal Asing. 
Farahat, T. (2012) “Applying the Technology Acceptance Model to Online 
Learning in the Egyptian Universities,” Procedia - Social and Behavioral 
Sciences, 64, hal. 95–104. doi: 10.1016/j.sbspro.2012.11.012. 
Fitri, A. (2019, April 15). Gandeng BlackPink, Shopee urung sebutkan pendapatan 
penjualan. Kontan.co.id. Diambil dari 
https://industri.kontan.co.id/news/gandeng-blackpink-shopee-urung-
sebutkan-pendapatan-penjualan 
Fournier, S. dan Mick, D. G. (1999) “Rediscovering Satisfaction,” Rediscovering 
Satisfaction, 63(4), hal. 5–23. doi: 
https://doi.org/10.1177/002224299906300403. 
Gentsch, P. (2019) AI in Marketing, Sales, and Service: How Marketers without a 
Data Science Degree can use AI, Big Data and Bots. Frankfurt: Palgrave 
Mcmillan. 
Ghozali, I. (2008) Structural Equation Modeling, Teori, Konsep dan Aplikasi 
dengan program LISREL 8.80. Semarang: Badan Penerbit Universitas 
Diponegoro,. 
Goodman, J. (2009) Strategic Customer Service: Managing the Customer 
Experience to Increase Positive Word of Mouth, Build Loyalty, and 
Maximize Profits. New York: AMACOM. 
Google, & TEMASEK. (2019). Report e-Conomy SEA 2019. Diambil dari 
https://www.thinkwithgoogle.com/intl/en-apac/tools-resources/research-
studies/e-conomy-sea-2019-swipe-up-and-to-the-right-southeast-asias-100-
billion-internet-economy/ 
Gremler, D. D. dan Brown, S. W. (1999) “The loyalty ripple effect: Appreciating 
the full value of customers,” International Journal of Service Industry 
Management, 10(3), hal. 271–293. doi: 
https://doi.org/10.1108/09564239910276872. 
Gupta, S. dan Vajic, M. (2000) “The Contextual and Dialectical Nature of 
Experiences,” in Fitzsimmons, J. A. dan Fitzsimmons, M. J. (ed.) New 
Service Development: Creating Memorable Experiences. Sage Publications, 
hal. 33–51. doi: http://dx.doi.org/10.4135/9781452205564.n2. 
DADAN SUMANTRI, 2020 
ANALISIS ONLINE SHOPPING EXPERIENCE DAN ONLINE CUSTOMER ENGAGEMENT MEMBENTUK 
E-SATISFACTION DAN E-LOYALTY PADA KONSUMEN MAHASISWA MOBILE APPLICATION SHOPEE 
DI BANDUNG 
Universitas Pendidikan Indonesia І repository.upi.edu І perpustakaan.upi.edu 
Ha, H.-Y. dan Janda, S. (2008) “An empirical test of a proposed customer 
satisfaction model in e-services,” Journal of Services Marketing, 22(5), hal. 
399–408. 
Hair, J. F. et al. (2013) Univariate Data Analysis. 7 ed, Exploratory Data Analysis 
in Business and Economics. 7 ed. London: Pearson. doi: 10.1007/978-3-
319-01517-0_3. 
Hallowell, R. (1996) “The relationships of customer satisfaction, customer loyalty, 
and profitability: an empirical study,” International Journal of Service 
Industry Management, 7(4), hal. 27–42. doi: 10.1108/09564239610129931. 
Haryono, S. (2014) “Mengenal Metode Structural Equation Modeling ( Sem ) 
Untuk Penelitian Manajemen menggunakan AMOS,” Jurnal Ekonomi dan 
Bisnis STIE YPN Vol. VII No. 1 Oktober 2014, VII(1), hal. 23–34. 
Haryono, S. (2016) Metode SEM Untuk Penelitian Manajemen dengan AMOS 
22.00, LISREL 8.80 dan Smart PLS 3.0. Yogyakarta: PT. Intermedia 
Personalia Utama. Alamat. doi: 10.1017/CBO9781107415324.004. 
Haughey, J. C. (1997) “The Loyalty Effect,” Business Ethics Quarterly, 7(4), hal. 
145–150. doi: 10.2307/3857215. 
Hawkins, D. I. dan Mothersbaugh, D. L. (2010) Consumer Behavior: Building 
Marketing Strategy. 11th ed. New York: McGraw-Hill/Irwin. 
Hermann, M. et al. (2015) “Design Principles for Industrie 4.0 Scenarios: A 
Literature Review Competence Center Corporate Data Quality (CC CDQ) 
View project Industrial Data Space View project Design Principles for 
Industrie 4.0 Scenarios: A Literature Review,” (January). doi: 
10.13140/RG.2.2.29269.22248. 
Hitpass, B. dan Astudillo, H. (2019) “Editorial: Industry 4.0 challenges for business 
process management and electronic-commerce,” Journal of Theoretical and 
Applied Electronic Commerce Research, 14(1), hal. I–III. doi: 
10.4067/S0718-18762019000100101. 
Hunt, D. M., Oneto, S. G. dan Varca, P. E. (2012) “Satisfaction in the context of 
customer co-production: a behavioural involvement perspective,” Journal of 
Consumer Behaviour An International Research Review, 
11(5https://doi.org/10.1002/cb.1370). doi: https://doi.org/10.1002/cb.1370. 
DADAN SUMANTRI, 2020 
ANALISIS ONLINE SHOPPING EXPERIENCE DAN ONLINE CUSTOMER ENGAGEMENT MEMBENTUK 
E-SATISFACTION DAN E-LOYALTY PADA KONSUMEN MAHASISWA MOBILE APPLICATION SHOPEE 
DI BANDUNG 
Universitas Pendidikan Indonesia І repository.upi.edu І perpustakaan.upi.edu 
Hur, Y., Ko, Y. J., & Valacich, J. (2011). A Structural Model of the Relationships 
between Sport Website Quality, E-Satisfaction, and E-Loyalty. Journal of 
Sport Management, 25(5), 458–473. https://doi.org/10.1123/jsm.25.5.458 
Idtesis.com (2017) Daftar Lengkap Perguruan Tinggi Negeri Di Bandung, Jawa 
Barat, idtesis.com. Tersedia pada: https://idtesis.com/daftar-lengkap-
perguruan-tinggi-bandung-jawa-barat/. 
iPrice Group. (2019). Year-End Report on Southeast Asia’s Map of E-commerce. 
Diambil dari https://iprice.co.id/insights/mapofecommerce/en/ 
Iprice. (2019). The Biggest E-commerce Website and Apps in Southeast Asia Q1 
2019. In The Biggest E-commerce Website and Apps in Southeast Asia. 
Diambil dari https://iprice.co.id/insights/mapofecommerce/ 
Islam, M. A., Sayem, A. dan Khadem, M. M. R. K. (2012) “Service quality, 
customer satisfaction and customer loyalty analysis in Bangladesh apparel 
fashion retail: an empirical study, International Journal of Fashion Design,” 
International Journal of Fashion Design Technology and Education, 5(3). 
doi: 10.1080/17543266.2012.723754. 
Istijanto (2009) Aplikasi Praktis Riset Pemasaran : Cara Praktis Meneliti Konsumen 
dan Pesaing (Edisi Revisi). Jakarta: Gramedia Pustaka Utama. 
Katadata.co.id. (2019). Pelaku e-commerce Didominasi Usia Muda. Diambil 20 
September 2019, dari katadata.co.id website: 
https://databoks.katadata.co.id/datapublish/2019/04/01/pelaku-e-commerce-
didominasi-usia-muda 
Kemenperin. (2019). Making Indonesia. In Making Indonesia 4.0. 
https://doi.org/10.7591/9781501719370 
Kementerian Koordinator Bidang Perekonomian. (2016). Paket Kebijakan Ekonomi 
XIV: Peta Jalan E-Commerce! Diambil 1 Maret 2019, dari Kominfo.go.id 
website: https://www.kominfo.go.id/content/detail/8356/siaran-pers-
tentang-paket-kebijakan-ekonomi-xiv-peta-jalan-e-commerce/0/siaran_pers 
Khasanah, F. N., Herlawati, Samsiana, S., Handayanto, R. T., Gunarti, A. S. S., 
Raharja, I., … Benrahman. (2020). Pemanfaatan Media Sosial dan 
Ecommerce Sebagai Media Pemasaran Dalam Mendukung Peluang Usaha 
Mandiri Pada Masa Pandemi Covid 19. Jurnal Sains Teknologi dalam 
Pemberdayaan Masyarakat (JSTPM), 1(1), 51–62. Diambil dari 
http://ejurnal.ubharajaya.ac.id/index.php/JSTPM/article/view/255/206 
DADAN SUMANTRI, 2020 
ANALISIS ONLINE SHOPPING EXPERIENCE DAN ONLINE CUSTOMER ENGAGEMENT MEMBENTUK 
E-SATISFACTION DAN E-LOYALTY PADA KONSUMEN MAHASISWA MOBILE APPLICATION SHOPEE 
DI BANDUNG 
Universitas Pendidikan Indonesia І repository.upi.edu І perpustakaan.upi.edu 
Kotler, P., Amstrong, G. dan Opresnik, M. O. (2018) Principles of Marketing. 17th 
ed. London: Pearson. 
Koufaris, M. (2002) “Applying the Technology Acceptance Model and Flow 
Theory to Online Consumer Behavior,” Information Systems Research, 
13(2), hal. 205–223. 
Lam, S. Y. et al. (2004) “Customer value, satisfaction, loyalty, and switching costs: 
An illustration from a business-to-business service context,” Journal of the 
Academy of Marketing Science, 32(293). doi: 
https://doi.org/10.1177/0092070304. 
Lovelock, C., & Wirtz, J. (2011). Service Marketing People, technology, strategy (7 
ed.). New Jersey: Pearson. 
Luarn, P. dan Lin, H.-H. (2003) “A Customer Loyalty Model for E-Service 
Context.,” Journal of Electronic Commerce Research, 4(4), hal. 156–167. 
Tersedia pada: 
https://www.researchgate.net/publication/220437600_A_Customer_Loyalty
_Model_for_E-Service_Context. 
Makinen, H. (2013) Customer Experience in online environments. UNIVERSITY 
OF OULU. doi: 10.1111/j.1365-2648.2012.06009.x. 
Malhotra, N. K. (2010) Marketing Research : An Applied Orientation. 6 ed. New 
Jersey: Pearson. 
Marangunić, N. dan Granić, A. (2015) “Technology acceptance model: a literature 
review from 1986 to 2013,” Universal Access in the Information Society, 
14(1), hal. 81–95. doi: 10.1007/s10209-014-0348-1. 
Martanto, K. (2015, Juni 16). Pentingnya Customer Experience Management. 
Koran SINDO. Diambil dari 
https://lifestyle.sindonews.com/read/1013178/152/pentingnya-customer-
experience-management-1434424408 
Mas’ud, F. (2004) Survai Diagnosis Organisasional Konsep & Aplikasi. Semarang: 
Badan Penerbit Universitas Diponegoro. 
Merrilees, B. (2016) “Interactive brand experience pathways to customer-brand 
engagement and value co-creation,” Journal of Product and Brand 
Management, 25(5), hal. 402–408. doi: 10.1108/JPBM-04-2016-1151. 
DADAN SUMANTRI, 2020 
ANALISIS ONLINE SHOPPING EXPERIENCE DAN ONLINE CUSTOMER ENGAGEMENT MEMBENTUK 
E-SATISFACTION DAN E-LOYALTY PADA KONSUMEN MAHASISWA MOBILE APPLICATION SHOPEE 
DI BANDUNG 
Universitas Pendidikan Indonesia І repository.upi.edu І perpustakaan.upi.edu 
Meyer, C. dan Schwager, A. (2007) “Understanding Customer Experience,” 
Harvard business review, 82(2), hal. 16–26, 157. Tersedia pada: 
https://hbr.org/2007/02/understanding-customer-experience. 
Mollen, A. dan Wilson, H. (2010) “Engagement, telepresence and interactivity in 
online consumer experience: Reconciling scholastic and managerial 
perspectives,” Journal of Business Research. Elsevier Inc., 63(9–10), hal. 
919–925. doi: 10.1016/j.jbusres.2009.05.014. 
Nambisan, S., & Baron, R. A. (2009). Virtual Customer Environments: Testing a 
Model of Voluntary Participation in Value Co-creation Activities. Journal of 
Product Innovation Management, 26(4), 388–406. 
Ndubisi, N. O. (2006). Effect of gender on customer loyalty: A relationship 
marketing approach. Marketing Intelligence and Planning, 24(1), 48–61. 
https://doi.org/10.1108/02634500610641552 
Nikou, S. A. dan Economides, A. A. (2017) “Mobile-Based Assessment: 
Integrating acceptance and motivational factors into a combined model of 
Self-Determination Theory and Technology Acceptance,” Computers in 
Human Behavior. Elsevier Ltd, 68, hal. 83–95. doi: 
10.1016/j.chb.2016.11.020. 
O’Brien, H. L. (2010) “The influence of hedonic and utilitarian motivations on user 
engagement: The case of online shopping experiences,” Interacting with 
Computers. Elsevier B.V., 22(5), hal. 344–352. doi: 
10.1016/j.intcom.2010.04.001. 
Oliver, R. L. (2010) Satisfaction: A Behavioral Perspective on the Consumer. 2nd 
ed. London & New York: Routledge Taylor & Francis Group. Tersedia 
pada: https://www.amazon.com/Satisfaction-Behavioral-Perspective-
Richard-Oliver/dp/0765617706. 
Ou, C. X. juan dan Sia, C. L. (2010) “Consumer trust and distrust: An issue of 
website design,” Consumer trust and distrust: An issue of website design, 
68(12), hal. 913–914. 
Pappas, I. O. et al. (2014) “Moderating effects of online shopping experience on 
customer satisfaction and repurchase intentions,” International Journal of 
Retail & Distribution Management, 42(3), hal. 187–204. doi: 
10.1108/IJRDM-03-2012-0034. 
DADAN SUMANTRI, 2020 
ANALISIS ONLINE SHOPPING EXPERIENCE DAN ONLINE CUSTOMER ENGAGEMENT MEMBENTUK 
E-SATISFACTION DAN E-LOYALTY PADA KONSUMEN MAHASISWA MOBILE APPLICATION SHOPEE 
DI BANDUNG 
Universitas Pendidikan Indonesia І repository.upi.edu І perpustakaan.upi.edu 
Pardede, C. R., Lapian, S. L. H. V. J., & Pandowo, M. (2018). the Influence of 
Perceived Value and Trust on Repurchase Intention in Shopee Online 
Shopping. Jurnal EMBA: Jurnal Riset Ekonomi, Manajemen, Bisnis dan 
Akuntansi, 6(1), 331–340. 
Pentina, I., Amialchuk, A. dan Taylor, D. G. (2011) “Exploring effects of online 
shopping experiences on browser satisfaction and e-tail performance,” 
International Journal of Retail and Distribution Management, 39(10), hal. 
742–758. doi: 10.1108/09590551111162248. 
Pimentel, O. M. T. (2015) Consumer behaviour in E-Commerce. Helsinki 
Metropolia University of Applied Sciences. Tersedia pada: 
https://www.theseus.fi/bitstream/handle/10024/104955/Orlando_Torrez.pdf
?sequence=1. 
Pradita, A. A. (2019). Pertumbuhan Pangsa Pasar E-Commerce di Indonesia Saat 
Ini. Diambil 4 Maret 2019, dari Tempo.co website: 
https://indonesiana.tempo.co/read/130263/2019/01/06/amapradita31/pertum
buhan-pangsa-pasar-e-commerce-di-indonesia-saat-ini 
Prahalad, C. K. dan Ramaswamy, V. (2004) “Co-creation experiences: The next 
practice in value creation,” Journal of Interactive Marketing, 18(3), hal. 5–
14. doi: https://doi.org/10.1002/dir.20015. 
Prasetyo, H. dan Sutopo, W. (2018) “Industri 4.0:Telaah Klasifikasi aspek dan arah 
perkembangan riset,” J@ti Undip: Jurnal Teknik Industri, 13(1). doi: 
https://doi.org/10.14710/jati.13.1.17-26. 
Putri, W. K., & Pujani, V. (2019). The influence of system quality, information 
quality, e-service quality and perceived value on Shopee consumer loyalty 
in Padang City. The International Technology Management Review, 8(1), 
10. https://doi.org/10.2991/itmr.b.190417.002 
Reitz, A. R. (2012) ONLINE CONSUMER ENGAGEMENT: 
UNDERSTANDING THE ANTECEDENTS AND OUTCOMES. Colorado 
State University. Tersedia pada: 
https://mountainscholar.org/bitstream/handle/10217/68197/Reitz_colostate_
0053A_11322.pdf?sequence=1. 
Reitz, A. R. (2012) ONLINE CONSUMER ENGAGEMENT: 
UNDERSTANDING THE ANTECEDENTS AND OUTCOMES. Colorado 
State University. Tersedia pada: 
DADAN SUMANTRI, 2020 
ANALISIS ONLINE SHOPPING EXPERIENCE DAN ONLINE CUSTOMER ENGAGEMENT MEMBENTUK 
E-SATISFACTION DAN E-LOYALTY PADA KONSUMEN MAHASISWA MOBILE APPLICATION SHOPEE 
DI BANDUNG 
Universitas Pendidikan Indonesia І repository.upi.edu І perpustakaan.upi.edu 
https://mountainscholar.org/bitstream/handle/10217/68197/Reitz_colostate_
0053A_11322.pdf?sequence=1. 
Riduwan dan Akdon (2007) Rumus dan Data dalam Analisis Statistika. Bandung: 
Alfabeta. 
Rifki, R. M. . dan Sultan, M. . (2020) “The Implementation of Mobile Commerce 
Application to Order System for Bike-Sharing Program in Bandung,” 
Advances In Business Management And Entrepreneurship. doi: 
https://doi.org/10.1201/10.1201/9780429295348. 
ristekdikti.go.id (2019) No Title, 
https://forlap.ristekdikti.go.id/perguruantinggi/search. Tersedia pada: 
https://forlap.ristekdikti.go.id/perguruantinggi/search. 
Rohwiyati, R., & Praptiestrini, P. (2019). The Effect of Shopee e-Service Quality 
and Price Perception on Repurchase Intention: Customer Satisfaction as 
Mediation Variable. Indonesian Journal of Contemporary Management 
Research, 1(1), 47. https://doi.org/10.33455/ijcmr.v1i1.86 
Rose, S. et al. (2012) “Online Customer Experience in e-Retailing: An empirical 
model of Antecedents and Outcomes,” Journal of Retailing. New York 
University, 88(2), hal. 308–322. doi: 10.1016/j.jretai.2012.03.001. 
Rose, S., Clark, M., Samouel, P., & Hair, N. (2012). Online Customer Experience 
in e-Retailing: An empirical model of Antecedents and Outcomes. Journal 
of Retailing, 88(2), 308–322. https://doi.org/10.1016/j.jretai.2012.03.001 
Rose, S., Hair, N. dan Clark, M. (2011) “Online Customer Experience: A Review 
of the Business-to-Consumer Online Purchase Context,” International 
Journal of Management Reviews, 13(1), hal. 24–39. doi: 10.1111/j.1468-
2370.2010.00280.x. 
Samuela, L. H. S., Balaji, M. S. dan Wei, K. K. (2015) “An Investigation of Online 
Shopping Experience on Trust and Behavioral Intentions,” Journal of 
Internet Commerce, 14(2), hal. 233–254. doi: 
10.1080/15332861.2015.1028250. 
Saragih, N. I., Hartati, V., & Fauzi, M. (2020). Tren , Tantangan , dan Perspektif 
dalam Sistem Logistik pada Masa dan Pasca ( New Normal ) Pandemik 
Covid-19 di Indonesia. Jurnal Rekayasa Sistem Industri, 9(2), 77–86. 
Diambil dari http://journal.unpar.ac.id/index.php/jrsi/article/view/4009/3030 
DADAN SUMANTRI, 2020 
ANALISIS ONLINE SHOPPING EXPERIENCE DAN ONLINE CUSTOMER ENGAGEMENT MEMBENTUK 
E-SATISFACTION DAN E-LOYALTY PADA KONSUMEN MAHASISWA MOBILE APPLICATION SHOPEE 
DI BANDUNG 
Universitas Pendidikan Indonesia І repository.upi.edu І perpustakaan.upi.edu 
Schmitt, B. (2011) “Experience Marketing: Concepts, Frameworks and Consumer 
Insights,” Foundations and Trends® in Marketing, 5(2), hal. 55–112. doi: 
10.1561/1700000027. 
Schmitt, B. dan Zarantonello, L. (2013) Consumer experience and experiential 
marketing: A critical review, Review of Marketing Research. Emerald 
Group Publishing Limited. doi: 10.1108/S1548-6435(2013)0000010006. 
Seagroup. (2020). Sea Q4 2019 Sea FY 2019. Diambil dari https://cdngarenanow-
a.akamaihd.net/webmain/static/resource/seagroup/press/2020-03-03 Sea 
Fourth Quarter and Full Year 2019 Results Infographic .pdf 
Sekretariat Kabinet Republik Indonesia. (2020). Produk Hukum, [Online],. Diambil 
dari PP Nomor 21 Tahun 2020 website: 
https://sipuu.setkab.go.id/PUUdoc/176085/PP_Nomor_21_Tahun_2020.pdf 
Septian, D. (2019, Februari 18). Sempat Disinggung Saat Debat Capres, Apa Itu 
Industri 4.0? Diambil 1 Maret 2019, dari liputan6.com website: 
https://www.liputan6.com/bisnis/read/3898311/sempat-disinggung-saat-
debat-capres-apa-itu-industri-40 
Sheikh, S. M. dan Basti, M. (2016) “Customer Satisfaction in Business to 
Consumer (B2C) E-commerce: A Comparative Study of Turkey and 
Pakistan,” Eurasian Journal of Business and Economics, 8(16), hal. 73–100. 
doi: 10.17015/ejbe.2015.016.05. 
Sheikh, S. M. dan Basti, M. (2016) “Customer Satisfaction in Business to 
Consumer (B2C) E-commerce: A Comparative Study of Turkey and 
Pakistan,” Eurasian Journal of Business and Economics, 8(16), hal. 73–100. 
doi: 10.17015/ejbe.2015.016.05. 
Sholihin, M. dan Ratmono, D. (2013) ANALISIS SEM-PLS dengan Warp PLS 3.0 
untuk Hubungan Nonlinier dalam Penelitian Sosial dan Bisnis. Semarang: 
Penerbit Andi. 
So, K. K. F., King, C. dan Sparks, B. (2012) “Customer Engagement With Tourism 
Brands: Scale Development and Validation,” Journal of Hospitality & 
Tourism Research, 38(3), hal. 304–329. 
Subinarto, D. (2018). e-Commerce dan Keadilan Digital. Diambil 10 Maret 2018, 
dari id.beritasatu.com website: https://id.beritasatu.com/home/e-commerce-
dan-keadilan-digital/175377 
DADAN SUMANTRI, 2020 
ANALISIS ONLINE SHOPPING EXPERIENCE DAN ONLINE CUSTOMER ENGAGEMENT MEMBENTUK 
E-SATISFACTION DAN E-LOYALTY PADA KONSUMEN MAHASISWA MOBILE APPLICATION SHOPEE 
DI BANDUNG 
Universitas Pendidikan Indonesia І repository.upi.edu І perpustakaan.upi.edu 
Sugiyono (2017) Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Bandung: 
Alfabeta. 
Sultan, M. A. dan Ramdhan, M. R. P. (2016) “Behavioral Intention of Instagram as 
Part of Technology Acceptance,” 15, hal. 444–447. doi: 10.2991/gcbme-
16.2016.80. 
Supranto, J. dan Limakrisna, N. (2012) Petunjuk Praktis Penelitian Ilmiah Untuk 
Menyusun Skripsi, Tesis, dan Disertasi. Jakarta: Mitra wacana Media. 
Taherdoost, H. (2016) “Sampling Methods in Research Methodology; How to 
Choose a Sampling Technique for Research,” International Journal of 
Academic Research in Management (IJARM), 5(2), hal. 18–27. doi: 
10.2139/ssrn.3205035. 
Tashandra, N. (2018) “80 Persen Konsumen Belanja Online Orang Muda dan 
Wanita,” kompas.com. Tersedia pada: 
https://lifestyle.kompas.com/read/2018/03/22/155001820/80-persen-
konsumen-belanja-online-orang-muda-dan-wanita?page=all. 
Tashandra, N. (2018). 80 Persen Konsumen Belanja Online Orang Muda dan 
Wanita. kompas.com. Diambil dari 
https://lifestyle.kompas.com/read/2018/03/22/155001820/80-persen-
konsumen-belanja-online-orang-muda-dan-wanita?page=all 
Thakur, R. (2018). Customer engagement and online reviews. Journal of Retailing 
and Consumer Services, 41(November 2017), 48–59. 
https://doi.org/10.1016/j.jretconser.2017.11.002 
Treacy, M. dan Wiersema, F. (1993) “Customer Intimacy and Other Value 
Disciplines,” Harvard Business Review, 71(1), hal. 84–93. 
Trevinal, A. M. dan Stenger, T. (2014) “Toward a conceptualization of the online 
shopping experience,” Journal of Retailing and Consumer Services. 
Elsevier, 21(3), hal. 314–326. doi: 10.1016/j.jretconser.2014.02.009. 
Trevinal, A. M. dan Stenger, T. (2014) “Toward a conceptualization of the online 
shopping experience,” Journal of Retailing and Consumer Services. 
Elsevier, 21(3), hal. 314–326. doi: 10.1016/j.jretconser.2014.02.009. 
Trevinal, A. M., & Stenger, T. (2014). Toward a conceptualization of the online 
shopping experience. Journal of Retailing and Consumer Services, 21(3), 
314–326. https://doi.org/10.1016/j.jretconser.2014.02.009 
DADAN SUMANTRI, 2020 
ANALISIS ONLINE SHOPPING EXPERIENCE DAN ONLINE CUSTOMER ENGAGEMENT MEMBENTUK 
E-SATISFACTION DAN E-LOYALTY PADA KONSUMEN MAHASISWA MOBILE APPLICATION SHOPEE 
DI BANDUNG 
Universitas Pendidikan Indonesia І repository.upi.edu І perpustakaan.upi.edu 
Tsai, H.-T. dan Huang, H.-C. (2007) “Determinants of e-repurchase intentions: An 
integrative model of quadruple retention drivers,” Information & 
Management, 44(3), hal. 231–239. doi: 
https://doi.org/10.1016/j.im.2006.11.006. 
Turban, E. et al. (2015) Electronic Commerce A Managerial and Social Networks 
Perspective. 8th ed. Heidelberg New York Dordrecht London: Springer. 
Ullah, A., Aimin, W. dan Ahmed, M. (2018) “Smart automation, customer 
experience and customer engagement in electric vehicles,” Sustainability, 
10(5), hal. 1–11. doi: 10.3390/su10051350. 
Ullah, A., Aimin, W., & Ahmed, M. (2018). Smart automation, customer 
experience and customer engagement in electric vehicles. Sustainability, 
10(5), 1–11. https://doi.org/10.3390/su10051350 
Vivek, S. D. (2009) A SCALE OF CONSUMER ENGAGEMENT. The University 
of Alabama. Tersedia pada: 
http://libcontent1.lib.ua.edu/content/u0015/0000001/0000096/u0015_00000
01_0000096.pdf. 
Wayne D, H., Chandy, R., Dorotic, M., Krafft, M., & Singh., S. S. (2010). 
Consumer Cocreation in New Product Development. Journal of Service 
Research, 13(3), 283–96. https://doi.org/10.1177/1094670510375604. 
Wijanto, S. H. (2008) Structural Equation Modelling (SEM) dengan LISREL 8.8 
Konsep & Tutorial (Paperback). 10 ed. Yogyakarta: Graha Ilmu. 
Yang, C.-C., Chen, P.-S. dan Chien, Y.-H. (2014) “Customer expertise, affective 
commitment, customer participation, and loyalty in B&B services.,” 
International Journal of Organizational Innovation, 6(4), hal. 174–183. 
Yarimoglu, E. (2011) “Customer service effects on customer satisfaction and 
customer loyalty: A field research in shopping centers in İzmir city–
Turkey,” International Journal of Business and Social Science, 2. Tersedia 
pada: 
https://www.researchgate.net/publication/265790516_Customer_Service_Ef
fects_on_Customer_Satisfaction_and_Customer_Loyalty_A_Field_Researc
h_in_Shopping_Centers_in_Izmir_City_-_Turkey. 
Zhang, M. et al. (2016) “Understanding relationships among customer experience, 
engagement, and word-of-mouth intention on online brand communities: 
DADAN SUMANTRI, 2020 
ANALISIS ONLINE SHOPPING EXPERIENCE DAN ONLINE CUSTOMER ENGAGEMENT MEMBENTUK 
E-SATISFACTION DAN E-LOYALTY PADA KONSUMEN MAHASISWA MOBILE APPLICATION SHOPEE 
DI BANDUNG 
Universitas Pendidikan Indonesia І repository.upi.edu І perpustakaan.upi.edu 
The perspective of Service Ecosystem,” Internet Research. doi: 
https://doi.org/10.1108/IntR-06-2016-0148. 
Zhang, M., Hu, M., Guo, L., & Liu, W. (2016). Understanding relationships among 
customer experience, engagement, and word-of-mouth intention on online 
brand communities: The perspective of Service Ecosystem. Internet 
Research. https://doi.org/https://doi.org/10.1108/IntR-06-2016-0148 
Zhang, P. dan Dran, G. M. von (2000) “Satisfiers and dissatisfiers: A two-factor 
model for website design and evaluation,” Journal of the American Society 
for Information Science, 51(14), hal. 1253–1268. 
Zhang, T. (Christina), Lu, C. dan Kizildag, M. (2017) “Engaging Generation Y to 
Co-Create Through Mobile Technology,” International Journal of Electronic 
Commerce. Routledge, 21(4), hal. 489–516. doi: 
10.1080/10864415.2016.1355639. 
Zhang, T. (Christina), Lu, C. dan Kizildag, M. (2017) “Engaging Generation Y to 
Co-Create Through Mobile Technology,” International Journal of Electronic 
Commerce. Routledge, 21(4), hal. 489–516. doi: 
10.1080/10864415.2016.1355639. 
Zhang, T. C. (2016) Customer Engagement of Value Co-creation. The Ohio State 
University 
Zhang, T. C. (2016) Customer Engagement of Value Co-creation. The Ohio State 
University. Tersedia pada: file:///C:/Users/DADAN/Downloads/dissertation 
submission grad school.pdf. 
Zhang, T. C. (2016). Customer Engagement of Value Co-creation (The Ohio State 
University). Diambil dari file:///C:/Users/DADAN/Downloads/dissertation 
submission grad school.pdf 
 
 
